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Motor Oil Mythbusters 
Winner for May

The May issue winner in 
the Motor Oil Mythbusters 

Contest, presented by 
Valvoline, has been chosen.
The winner is Paul Pletsch 

of Pletsch Automotive 
in Hannover, Ont. He 

correctly answered quiz 
questions on synthetic and 
high-mileage motor oils. 

Pletsch will receive a prize 
pack courtesy of Valvoline 
Canada. See this month’s 

quiz for your chance to win!

g     g     g

Auto Parts, Vehicle Sales 
to Lead Growth in 
Ontario Exports

Ontario’s export sales 
are set to grow by 15% in 
2010 and a further 7% in 

2011, led largely by vehicle 
and auto parts exports, 

according to the Provincial 
Export Forecast released 
by Export Development 

Canada (EDC). 
EDC characterizes 2010 

as a bounce-back year for 
Ontario, as the province will 

post strong growth rates. 
While the return to growth 
is a relief, EDC pointed out 

that the province’s  
manufacturing activity will 

remain suppressed through 
2011 compared with past 

performance.
“Ontario has reason to  
celebrate its return to 

growth after four years of 
declining exports, but we 
should all keep in mind 

that even with 15% growth, 
Ontario is still more than 
20% off its 2000 levels,” 
said Peter Hall, Chief 
Economist at EDC.

EDC’s Global Export 
Forecast is available at 

http://www.edc.ca/gef.

China has been making hay in the automotive 
industry while the exchange-rate sun shines for 
some time, but the world may be seeing the 
early stages of its end as the low-cost leader.

Aside from the recent rise in the yuan’s 
valuation, there have been signs over recent 
years that the desire is growing among Chinese 
workers for higher wages, better conditions, 
and more “Western” amenities, at home and in 
the workplace. Recent events have brought the 
entire issue to the forefront.

In the past few weeks, Honda and its sup-
pliers have been paying the price for labourers 
seeking to raise their wages and improve their 
conditions.

Workers at Foshan Fengfu Autoparts Co. 
walked off the job in early June, seeking pay 
raises, just days after Honda settled a two-week 
strike at a wholly owned parts supplier that had 
forced the Japanese automaker to halt produc-
tion at all four of its Chinese assembly plants, 
due to a lack of parts.

Workers at a second auto parts factory in 
China affiliated with Honda Motor Co. also 
walked off the job.

The latest labour dispute was at Honda Lock 
(Guangdong) Co., in the city of Zhongshan, 
near Honda’s production base in the southern 
city of Guangzhou.

Conflicts reflect rising tensions 
between workers and foreign  
companies that rely on China as a 
source of cheap labour and a  
fast-growing market.

The walkout forced the company to stop 
production at two of its assembly plants, 

although Honda said that production at its 
two car plants was suspended due to “labour 
negotiations” at parts maker Foshan Fengfu.

Production at Honda’s other two China car 
assembly plants was not affected because they 
had a sufficient supply of parts on hand, the 
company said.

The conflicts reflect rising tensions between 
workers and foreign companies that rely on 
China as a source of cheap labour and a fast-
growing market. Companies in China are 
finding it harder to attract and keep workers, 
who are demanding better pay and working 
conditions, say reports.

Wage disputes and strikes are not uncommon 
in China, but have attracted more attention 
recently following 11 suicides and three suicide 
attempts—mostly by jumping off tall build-
ings—at Taiwan’s Foxconn Technology Group, 
a contract manufacturer in China of iPhones 
and other name-brand electronics.

Labour activists accused Foxconn of having 
a rigid management style, an excessively fast 
assembly line, and forced overwork. The com-
pany denies the allegations, but did announce 
two raises for its Chinese workers. It is also 
installing safety nets around buildings and hir-
ing more counsellors.

While suicide as a reaction to wages or work-
ing conditions is extreme under any circum-
stances, it does serve to underline the severity 
of the situation.

And, with costs rising in China—manufac-
turers have already been looking to other 
countries in the Pacific Rim—it does raise the 
question of how much savings need to be on 
the table for foreign companies to stay once 
workers start killing themselves.

What Does The Future Hold for China 
in the Face of Rising Labour Costs?

JULY OTC p4,6,8.indd   4 28/06/10   8:34 AM

http://www.edc.ca/gef


Promax p5.indd   5 25/06/10   11:45 AM

http://www.autopartsdepot.ca


Editor and Publisher 
Andrew Ross (416) 510-6763 
E-Mail: aross@jobbernews.com
Contributing Editor Emeritus
Bob Blans
Contributing Writers
Mark Borkowski, 
Dennis Mellersh, John G. Smith
Sales Manager
Jay Armstrong (416) 510-6745
Account Manager
Jim Petsis (416) 510-6842
Circulation Manager
Selina Rahaman (416) 442-5600 ext 3528.
Customer Service
Roshni Thava (416) 442-5600 ext 3555 
Art Director 
Choo Hwee Kuan
Production Manager
Steven K Hofmann (416) 510-6757
Vice-President
Alex Papanou
President
Bruce Creighton
Jobber News is Canada’s longest-established 
publication serving the distribution segment 
of the Canadian automotive aftermarket.  
It is specifically directed to warehouse 
distributors, wholesalers, machine shops and 
national accounts.

Subscription rates*: Canada $49.95 + $3.50 
GST + Applicable Taxes per year; $79.95 + 
$5.60 GST + Applicable Taxes for 2 years; 
Single Copy Price $6.00 + $0.42 + Applicable 
Taxes. U.S.A. & Foreign: $62.95 U.S. per year; 
Single Copy Price $8.00 U.S. * Yearly rates 
include Annual Marketing Guide  
(single copy price $72.95 plus $5.00 shipping 
plus GST $5.46)(U.S. orders payable in U.S. 
funds). Ontario residents add 8% PST. U.S. & 
Foreign $77.95 +$5.00 Shipping US Funds.
Jobber News is published by BIG Magazines 
LP, a div. of Glacier BIG Holdings Company 
Ltd. a leading Canadian information com-
pany with interests in daily and community 
newspapers, and business-to-business infor-
mation services. All rights reserved. Printed 
in Canada. The contents of this publication 
may not be reproduced or transmitted in 
any form, either in part or full, including 
photocopying and recording, without the 
written consent of the copyright owner. Nor 
may any part of this publication be stored 
in a retrieval system of any nature without 
prior consent.
Canada Post Canadian Publications Mail 
Sales Product Agreement No. 40069240
“Return Postage Guaranteed” Send change 
of address notices, undeliverable copies and 
subscription orders to: Circulation Dept., 
Jobber News, 12 Concorde Place, Suite 800
Toronto, ON  M3C 4J2
Jobber News Magazine (ISSN#0021-7050)  
is published monthly by the Business 
Information Group, 12 Concorde Place, 
Suite 800, Toronto, ON  M3C 4J2  
US office of publication: 2424 Niagara Falls 
Blvd, Niagara Falls, NY 14304. Periodicals 
Postage Paid at Niagara Falls, NY.  
US postmaster: Send address changes 
to Jobber News Magazine PO Box 1118, 
Niagara Falls, NY 14304-1118.
From time to time we make our subscription 
list available to select companies and organi-
zations whose product or service may interest 
you. If you do not wish your contact informa-
tion to be made available, please contact us 
via one of the following methods: Phone  
1-800-268-7742, Fax 416-510-5140, e-mail: 
jhunter@businessinformationgroup.ca.  
Mail to: Privacy Officer, Business Information 
Group, 12 Concorde Place, Suite 800
Toronto, ON  M3C 4J2

Business Information Group
12 Concorde Place, Suite 800

Toronto, ON  M3C 4J2

We acknowledge the financial support of the 
Government of Canada through the Canada 
Periodical Fund (CPF) for our publishing 
activities. PAP Registration NO.11031

Jobber News

ISSN 0021-7050
Online 1923-3477

Association of
Business  Publishers
205 East 42nd Street
New York, NY 10017

Shad’s R&R Fundraiser Tops $3.6 Million

Canadian automotive aftermarket fundraiser Shad’s R&R has 
topped the $3.6 million mark in total contributions to Muscular 
Dystrophy Canada in aid of continuing research.

For more on these and other stories, log 
on daily to autoserviceworld.com

ASRW Launches Forum 
and Networking Events
The 2010 Automotive 
Service & Repair Week 

(ASRW) will host an  
official Industry Forum 

to discuss timely industry 
issues, followed by a  

networking reception 
Sunday, Oct. 10, from 
5 p.m.-8 p.m. at the 

Mandalay Bay Convention 
Center in Las Vegas, Nev. 

The forum and  
reception will conclude 

the first day of education 
at ASRW 2010,  

featuring the International 
Autobody Congress & 
Exposition (NACE) 
and the Congress of 
Automotive Repair  
and Service (CARS)  

events taking place Oct. 
10-13, 2010.

For more information, 
visit www.NACEexpo.com 
and www.CARSevent.com.

Continued on page 8
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Leslie A. Buzzell, R.K. Buzzell, Passes at 88
Leslie A. Buzzell, patriarch of one of the 
longest-standing family-owned jobber 
businesses in Canada, R.K. Buzzell Ltd. in 
Moncton, N.B., has died at the age of 88.

“Les,” as he was most commonly referred 
to, was well-known in the community and 
was an active participant in the industry and 

the 90-year-old business founded by his father Bob Buzzell, until 
shortly before his death after a battle with cancer. 

 “He was with the company for 70 years, and was in every 
day until two months ago,” says Roger Donovan, marketing and 
sales with R.K. Buzzell. Predeceased by wife Eleanor, Buzzell is 
survived by sons Bob, Howard, and John, and daughter Jane, as 
well as a number of grandchildren and great-grandchildren.

Among many more personal and business accolades that 
came his way, Buzzell was also named the 1991 Jobber News Jobber 
of the Year. 

Donovan described Buzzell as a real gentleman who 
enjoyed the business and the people in it. He also says he had 
lost none of his sharpness, despite his years.

“You have never met a man his age so sharp. We have 10 
branches and he knew the numbers from every one of them, 
where they were year-to-date, and how that compared to last year.

“He was so straightforward, like everyone’s dad,” says 
Donovan. “We’re certainly going to miss him around here.”

Says Lou Bauldic, longtime friend and himself a veteran of 
the aftermarket, “Les’ passing marks the completion of decades 
of automotive history within his company, Atlantic Canada and 
the Canadian industry itself. I was fortunate to have had Les as a 
friend over 30 years. I recall the heyday of the long-gone Cana-
dian Automotive Electric Association and his company’s involve-
ment. For Les and Eleanor, family was very important. He was 
not a high-profile player, but a gentleman in every way.”

In Leslie’s memory, donations can be made to the Friends 
of the Moncton Hospital. Online condolences can be posted 
at www.fergusonknowles.com.

Shad’s cheque presentation included Catherine Sherrard, CEO of Muscular 
Dystrophy Canada, Shad’s chair John Vanstone, keynote presenter Alex Harold 
and parents, Tony and Janice.
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The cumulative total following the 37th edition of the event 
was reached with this year’s raising of $125,000 through a 
combination of fundraising activities, chiefly the annual golf 
tournament.

The tournament was held for the first time at Station Creek 
Golf Club in Stouffville, Ont.

Attendees reported that the facility and the staff treated 
the Shad’s event very well. 

Also earning lauds was keynote presenter Alex Howard, 
who spoke of his experiences with Duchenne Muscular 
Dystrophy and the importance of continuing research into 
a cure. The youngster received a standing ovation following 
his address.

For more information on Shad’s R&R, or to make a dona-
tion, visit the Shad’s page at the MDC website, www.muscle.ca, 
and click on Ontario & Nunavut.

European Union Improves Access to Repair 
Information and Parts

New rules on auto repair have come into force in the European 
Union, allowing greater competition in the marketplace.

The new rules, analogous to the Right to Repair push in 
North America, focus on agreements between vehicle manufac-
turers and authorized dealers, repairers, and parts distributors. 

They are expected to increase competition in the market 
for repair and maintenance by improving access to technical 
information needed for repairs, and making it easier to use 
aftermarket parts. 

The rules will also crack down on manufacturers’ abuse 
of warranties by requiring cars be serviced only in authorized 
garages. 

Repair bills account for an estimated 40% of the total cost of 
owning a car and costs have been rising in recent years. The new 

rules will also reduce distribution costs for new cars, which can 
represent up to 30% of the purchase price.

“I strongly believe the new framework will bring tangible 
benefits for consumers by bringing down the cost of repairs and 
maintenance that represent an excessive share of the total cost 
of a car over its lifetime. It will also reduce the cost of distribu-
tion by doing away with overly restrictive rules,” said Joaquin 
Almunia, vice-president of the commission and competition 
commissioner, in a statement. The new rules came into force on 
June 1, 2010 as concerns the repair and maintenance markets, 
and will bow in June 1, 2013 with regard to vehicle sales markets. 
The agreement is set to expire May 31, 2023.

Lance S. Bunch has been 
named category manager of 
automotive aftermarkets and 
industrial distribution MRO for 
Valspar and its new PlastiKote 
brand. The announcement was 
made by Michael J. Watson, 
global managing director-aerosol 
for Valspar. In his new position, 
Bunch is responsible for creating 
and implementing the overall 
PlastiKote marketing strategy, as 
well as serving as its brand manager. He oversees channel 
management for the automotive aftermarkets and industrial 
distribution MRO, and conducts product strategy for both 
the Plastikote brand and Valspar enamels.
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Data warehousing is taking 
forecasting and inventory 
planning to new levels of 
accuracy.

That was the message 
of Rod Bayliss, the self-
described “data guy” from 
Activant Solutions, who 
brought many in atten-
dance up to speed on what 
can be accomplished with 
some ingenuity, a lot of 
data, and more than a little 
software engineering. 

Bayliss was a key pre-
senter at the Automotive 
Industries Association of 
Canada’s Western Grand 

Forum, which attracted more than 100 aftermarket profes-
sionals for informative sessions on business management 
and technology, from eight presenters in all.

In his presentation, Bayliss outlined the bulge in demand 
for intake manifold gaskets for the 1999 Grand Am at the 
seven- to eight-year mark, and the 1996 Toyota Camry CV 
shaft failures rates at about the 12-year mark. This knowledge 
can help predict demand, and even drive inspection routines, 
he said. 

Bayliss says that the key is to check lookups to determine 
total demand, even if that demand cannot be filled.

“There is a large investment in remembering what happened 
at the e-cat level. A while ago we had a big call on water pumps 
for the Impala,” Bayliss observed. However, “Maybe a lot of them 
got sold off by fleet and needed water pumps,” not because it is 
a chronic problem. 

Tracking lookups across the industry, though, gives you a 
broader database.

“You can track the relative demand when it is occurring, 
before it is occurring, and by vehicle type. You add a good 
statistician, and you can mix all that stuff together to track the 
replacement rate, the failure rate.

“Our industry has long yearned for this gold standard. It can 
give us a standard for demand. It gives the entire industry the 
ability to compete. The more we understand, the better we can 
compete.”

Jeff Mowatt provided a less hard-nosed, but no less important, 
topic as a keynote. His “Influence with Ease” talk covered impor-
tant points on communicating with customers and employees 
in ways that will give you the desired result, and create a win-win 
environment. 

He spoke of techniques that business owners—or anyone, 
in fact—can use to improve the customer experience and the 
resulting financial windfall. 

Here are some key points to consider from his talk:
•  Ensure consistency. A customer experience should be 

consistently pleasant.

• Provide a “hassle-free” experience. 
• Focus your efforts on genuine customers.
•  And last but not least, the useful “4U” formula. 
“When used by wait staff, this increased tips by 12%. Instead 
of ‘Can I get you some coffee?’, it’s ‘Can I get some coffee for 
you?’.”

This friendly addition works by personalizing the transaction, 
making it more sincere, less mechanical.

“Canadians feel the need to reciprocate, to the tune of 12% 
apparently.”

Elsewhere during the forum, John Watt’s now regular role as 
the master of uncovering service opportunities was once again a 
hit. His presentation revealed how much additional, legitimate 
service work can be had by instituting a routine inspection for 
every car that enters a service facility. 

Shop owners who had experienced his presentation in an 
early session could be heard in hallways recommending that 
other shop owners attend upcoming sessions. 

Also on the agenda was Dave Hobbs, Delphi trainer, who 
ran attendees through a dizzying array of coming automotive 
technologies. 

 “I equate today with what happened in 1981 with the 
introduction of fuel injection. We got through it, but it was a 
big shock.”

He cited the rapidly increasing development of technology 
in vehicles, where technology items like sensors and computers 
are outstripping the failure of hard parts like hoses, pumps, 
fluids, rubber seals, and other mechanical parts as reasons for 
car owners to visit service facilities.

“Even brakes are going brake by wire. Master cylinders, 
boosters are going away. And on many cars, you don’t even 
apply the brakes in the same way. I have hybrid customers who 
have been able to get 150,000 to 200,000 miles on the brake 
pads, because it is using regenerative braking and brake by wire 
to modulate the brakes.”

The focus of technology development is broad, from info-
tainment, environmental and efficiency-building technologies, 
and connectivity, to safety and security.

“In Europe there is a great awareness on pedestrian colli-
sions. They are talking about systems that not only mitigate 
the collision for the car, but also for the pedestrian by using 
external air bags to help protect the pedestrian.”

And a big portion of this is the drive to be more eco-green.
“If you don’t tell peo-

ple you service hybrids, 
if you don’t tell them you 
recycle your oil, you are 
missing out on an impor-
tant market segment.”
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TECHNOLOGY AND HUMAN FACTORS 
DRIVE FORUM AGENDA
AIA Western Forum Provides Broad Set of Presentations

EVENT REPORT

Rod Bayliss, Activant, told attendees 
that data pooling can lead to  
accurate parts failure forecasting.

Event co-chairs Tony Webb 
and Bob Sinclair headed a 
committee that put together 
an engaging and successful 
forum.
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F or many consumers, changing a filter, and even get-
ting an oil change, is seen as a discretionary purchase, 
despite what their owner’s manual says. 

This reality came into sharp focus in the wake of the late 
2008-early 2009 economic crisis. 
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FORGOTTEN FILTERS
Getting Required Service Back on Track

By Andrew Ross
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In U.S. data offered last October by research firm Frost & 
Sullivan, in late 2008 there was a spurt of consumers head-
ing to their repair shops, investing in repair services as they 
prepared to hold on to vehicles longer. That burst, however, 
was short-lived. In early 2009, at the height of the recession, 
consumers retracted their spending dramatically.

Purchase rates of key main-
tenance services, including oil 
changes, air filter changes, tire 
rotation, and tire balancing, were 
an average of 14% below rates 
reported in 2006. The drops in 
these services were consistent 
across different vehicle types, 
vehicle ages, and vehicle brands.

“The threat from the reces-
sion was so broad that consumers 
did not know when or how they 
personally would be impacted. In 
response, they cut back on all types 
of spending. Twenty-five percent 
of vehicle owners reported cut-
ting back on meals and entertain-
ment expenses, even though they 
personally had not experienced 
a job loss in their household,” 
reports Mary-Beth Kellenberger, 
program manager automotive aftermarket, Frost & Sullivan’s 
Automotive Practice. Frost & Sullivan’s analysis indicated that 
these new behaviours allowed consumers to be segmented 
into one of three categories:

The fiscally challenged—those whose income has 
dropped substantially;

The fiscally responsible—those whose income is flat to 
moderately down, but are uncertain about future income;

“Cheap is chic”—consumers who believe they are finan-
cially secure but are cutting back. 

Aftermarket professionals know 
that items such as oil and filter 
changes, cabin air filter changes, 
and other filters such as fuel and 
transmission filters have specified 
service intervals. They also know 
that consumers don’t adhere 
closely to those intervals.

However, in the recent eco-
nomic environment, intervals 
didn’t so much get extended as 
they got eliminated altogether.

In the slower times, many 
businesses may have felt they 
were losing market share and 
reacted accordingly. However, 
Kellenberger says this is not the 
case.

“Research indicates that con-
sumers did not report changing 
service locations in search of a 

lower-cost provider, and they did not shift their behaviours 
to become do-it-yourselfers; rather, they simply cut back on 
services. The challenge to the industry is that the cutbacks 
reduced not only the number of maintenance opportunities, 
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but also the number of opportunities to identify needed 
repairs.”

Brought forward to today, with the lightening consumer 
mood, the goal is to ensure that these delayed service oppor-
tunities are brought to the attention of the trade, and by 
extension, the consumer.

“It’s a growing segment, but it is also one that has taken 
time to reach awareness at both the service provider and the 
end user [levels]. It is very much  an education process,” says 
Phil Kasper general manager, TEC Automotive Industries. 

“The challenge we face from the OE is knowing which 
vehicles have a cabin air filter and its location. Our task is to 
acquire this information and to communicate it to our cus-
tomers and service providers. 

One of the key areas for growth potential is the cabin air 
filter (CAF).

“Imparting this knowledge to our cus-
tomers will insure confidence in their ability 
to communicate the need to have the CAF 
serviced at regular intervals. The sale of a 
cabin air filter is further facilitated by the 
show and tell of the customer’s filter versus 
a new filter. We have all seen the debris and 
foreign matter trapped by the CAF. This 
demonstration and the knowledge that this 
material was prevented from entering the 
passenger compartment typically translates 
into a sale.”

The jobber’s role to effect a change here 
is simple.

“Education, education, education,” says 
Ramon Nuñez, director of filtration for 
Bosch, joint-venture owner of Purolator 
Filters.

“While it’s always a good idea to offer 
customers options so they can select for 
themselves, the bottom line is to be able 
to recommend a filter that best meets your 
customer’s needs, including the driving 
performance desired, the cost involved, 
and even brand preference. If a high level 
of performance is desired from a vehicle, 
a jobber/service professional should offer 
the product that will ensure that result.

“As motorists are becoming more 
aware of the existence of cabin air filters 
in their car and the function they serve in 
keeping the air inside clean and fresh for 
occupants, the market for this category 
has been steadily expanding. According 
to Car Care Canada, 80% of new domes-
tic and import vehicles sold in North 
America today come equipped with cabin 
air filtration systems or a slot where one 
can be installed. A large number of this 
audience is women, especially moms who 
regularly drive their kids to soccer prac-
tice, or music and karate lessons, etc. 
They are extremely concerned about 
the quality of the air that their children 
breathe when the car is stuck in traffic.”

Megan Currie, Honeywell CPG, makers 
of Fram filters, says that it is important to 
change tactics to maximize every coming 
service opportunity.

“Extended warranties and extended-life 
products continue to put the squeeze on 
repair opportunities, so it’s important that 

jobbers help educate and support their trade base to maximize 
their sales dollar opportunities. That means having product you 
can stand behind and a manufacturer that stands behind you 
with products and services that can help you grow your front-
door or retail business as well as your trade business. The two 
do not need to be mutually exclusive. Consumers want to trust 
their service providers or local parts shop and a way to facilitate 
that trust is through nationally branded products—even if it 
costs a bit more, it can be sold for a bit more as well. As vehicles 
need repair less and less often and car manufacturers extend 
their factory warranties, it will become increasingly important 
for both the jobber and the service repair facility to make the 
most profit from each job or visit and retain their customer 
base.”
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KC Automotive Parts may not be, strictly speaking, unique in its 
ownership structure, but it is certainly a rarity in the automotive 
aftermarket.

The Owen Sound, Ont.-based business, founded by Ken 
and Cheryl Morrison in 1978 as a mom and pop operation, suc-
ceeded and grew due to a lot of hard work and some innovative 
business thinking. For example, Morrison says, they were the first 
to offer parts delivery back then. 

By 1990, the Modern Sales member had grown to a signifi-
cant size with a couple of dozen employees, and Morrison had 
started to think about the future of the business.

“I had three daughters and they didn’t want to take over the 
business, which is fine,” he says, “but I also didn’t want to just sell 
to a competitor.”

Morrison says the idea of letting the employees buy in and 
eventually own the business intrigued him. So, after some 
detailed investigation, in 1995 the Employee Share Ownership 
Plan was hatched.

“Ken was phenomenal about it,” says general manager Tim 
Cox. “When he offered it, he also said that if it didn’t work out 
after three years, he would buy our shares back at what we paid 
for them. It was really great for him to give us this opportunity.”

Morrison admits that not everyone was convinced the idea 
would fly at first, even those who ponied up for shares. And neither 
were, of course, the many, many jobbers to whom he spoke about 
the program over the years—he even presented the plan at an 
Automotive Industries Association of Canada conference a dozen 
years ago. 

KC Automotive Parts, 2010 Jobber of the Year

SUCCESS AND
SUCCESSION

Continued on page 18
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However, “I think it has made believers out of them. It’s 
been good for them, good for me, and good for my family.”

How good? Morrison says that his income from the business 
since embarking on the plan has easily been twice what it 
would have been had he sold outright to a competitor.

The now 65-year-old Morrison’s share in the business has 
decreased over the years (he still owns 25% of the business), 
but he wonders aloud why more businesses don’t look at this 
type of program.

“Most entrepreneurs don’t want to share. We’ve always had 
a profit-sharing program, so even the non-shareholders can 
benefit.

“Even if you don’t sell it all, why would you not want to have 
them be owners?”

He says that there have been significant tax benefits, it has 
provided an income over the years, and it has helped him 
transition into retirement. 

“And KC Automotive is run 
better today than it was when my 
wife and I ran it.”

Of course there has been 
another benefit, one that is dif-
ficult for many to face.

If there is one unavoidable 
fact of any business, it is the mor-
tality of the founder. In too many 
cases, that realization comes too 
late; trying to transition owner-
ship at the same time as a family 
mourns the loss can place a busi-
ness at significant risk, along with 
its employees’ livelihoods, as well 
as risking a marketing group’s 
access to a market.

Nowhere was the benefit of 
the KC Automotive structure 
brought into sharper focus than 
earlier this year, when general 
manager Paul Dossman, who led 
the company through the tran-
sition, spearheaded its growth, 
and whose fingerprint is indis-
putably on every facet of the 
business, passed away suddenly 
in a scuba-diving accident last 
February while on vacation in Curasol.

For some, the idea of having 22 owners of a business, each 

Continued from page 16COVER  STORY
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TO THE STAFF AT KC AUTOMOTIVE, OWEN SOUND 
ON BEING SELECTED 2010 JOBBER OF THE YEAR
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Continued on page 20

Building for the future. Ken 
Morrison and Tim Cox survey 
what will be an expanded show-
room. 

Pat Moore and Lynda McFaul are both 
part of the ownership group and say 
it motivates people to pitch in to build 
the business.

The Mount Forest crew has been working hard since the satellite ware-
house opened in April. From left to right, Erin Jones, Laurie Morrison, 
Doug Mann, Gord Sleeth, and mascot Devlin.
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Congratulations on winning  

Jobber of the Year
A very well deserved award!

From your friends at  
Federal-Mogul Canada Ltd.

with equal say and voting power, conjures up images of confused 
decision-making, an executive tug-of-war, and a general inability 
to get things done. But the way they handled Dossman’s tragic 
death showed that nothing could be further from the truth. 

The company has a clear philosophy that reporting struc-
tures are respected. Day-to-day decision-making is handled the 
same as at any company. But when larger issues arise, the broad 
ownership structure truly reveals itself. 

In the wake of the tragedy, everyone pulled together, says 
Cox, who had been assistant GM under Dossman. Not that 
people aren’t still smarting from the loss of such a key person, 
but the overall business was never at risk.

Ken Morrison stepped back in to offer some moral support 
—“He was my first call,” says Cox—and there were moments of 
searching for papers and the like, but nothing overwhelming.

“In this incident, everybody had to pull together,” says 
Pat Moore, veteran counterperson and a lifelong friend of 
Dossman. “As much as everybody was hurting over the loss, the 
process has carried on. We haven’t lost that drive to succeed.”

It is no understatement that Dossman’s industry involve-
ment, community work, and commitment to bringing youth 
into the business are key reasons KC Automotive was selected as 
Jobber of the Year. 

“But Paul did a very good job of ensuring that people knew 
the business was bigger than one person. 

“He bounced every idea off Tim and me and Pat,” says 
Lynda McFaul, operations manager. “We would all sit down 
and troubleshoot ideas. He was an idea guy, but we would all sit 
down and work on it.”

Dossman was the visionary, and his move to put a ware-
house into Mount Forest, about an hour’s drive south of 
Owen Sound, was a fantastic idea, she says. Routing all calls 
through Owen Sound kept overlap to a minimum, while the 

location cut delivery times to 
local businesses to a fraction 
and opened up new mar-
kets. They also have virtu-
ally no retail business, which 
they believe has helped them 
focus on their core customer base. “It’s a good concept we have, 
not dealing with the public at all. It’s coming along very well.”

Laurie Morrison, who supervises the Mount Forest ware-
house, was hand-picked by Dossman. “Tim, Paul, and I sat 
down and discussed it. So we decided on the satellite warehouse 
concept.

“This was Paul’s baby. I wish he could have seen it open. He 
was so excited.”

Cox says he feels he was about 60% prepared to take over the 
reins; this realization led them to look at increased cross-training 
and improved record-keeping, but he says the company remains 
committed to the fledgling Mount Forest operation, and is 
poised to add an expanded showroom.

“We’re diversifying into some non-automotive; the Modern 
Sales warehouse is really thinking outside the box.” Cox says 
that the addition will be a learning experience, but that it’s 
important to grow, change, and learn. And work for success, 
whatever happens.

“Our level of service faltered a bit when we were first hit by 
the trauma, but it hasn’t faltered since,” says Ken Morrison. 
“Hopefully KC Automotive will be going in 20 or 30 years. 
There’s no reason it can’t be.”

Continued from page 18

KC Automotive’s order room is 
proof they are focused on trade 
sales. No retail counter here.
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A fter a long road, full and open access to manufacturers’ 
service websites became a reality for the Canadian indepen-

dent aftermarket this past May. Then everything went quiet.
Perhaps it was a pause for everyone at National Automotive 

Trades Association, the Association of International 
Automobile Manufacturers of Canada (AIAMC), and the 
Canadian Vehicle Manufacturers’ Association (CVMA) to 
catch their breath after working so hard to create the 
Canadian Automotive Service Information Standard (CASIS).

But the impact of the shift in the playing field for the after-
market should not get lost in the shuffle. 

“I think it’s a real boon to us,” says John Cochrane, owner 
of Cochrane Automotive in Toronto, Ont., and for more than 
a decade now, the aftermarket’s most stalwart soldier in the 
battle for access-to-repair information. As a jobber, a licensed 
technician, the owner of a service facility, and a student of the 
issues facing the service industry as automotive technology 
advances, few have his level of experience and knowledge. He 
is well-versed on the issue, from the highest policy levels on 
down to the reality of what it means in the service bay.

He laments that there are many in the industry who con-
tinue to be unaware of the impact of the change. 

An ongoing AutoServiceWorld.com poll reveals that only 
19% of respondents felt they were well informed about the 
CASIS agreement. Those who felt somewhat informed num-
bered 30%, and those who were poorly informed, the largest 
number, came in at 33%. And, not to be left out, those who 
fell into the “What agreement?” category came in at 16%. 

Cochrane says it is important to understand the breadth of 
the impact of technology that requires access to information 
only available on OEM websites.

“We had a situation here with a BMW with changing out 
the HID lights. With those HID lights, some of the modules 
have to be programmed when you change them. If you don’t 
have access to the information, you are going back to the 
dealer.”

He does allow as how shops only doing basic mainte-
nance—brakes, oil changes, exhaust—may not see much 
impact. But an increasing number of systems require reflash 
capability. Virtually anything to do with electrical systems, 
sensors, and, of course, emissions systems, can fall into this 
category. 

But it’s not just accepted high-tech service: electric window 
switches, dome lights, taillights, air conditioning service, 
brake pad replacement, and the aforementioned headlights 
can all require some degree of access to an OEM site.

He says that now that the information is available, there 
are two major challenges ahead for the industry: awareness, 
and training.

“A lot of it is going to depend on how fast we can spread 

the word. That is going to be a big focus of the ASP Council 
[of the Automotive Industries Association of Canada]. 

“But the big problem that is facing us is training techni-
cians and garage owners on being able to use the websites 
and to not be afraid of them. That is a major learning curve.

“There needs to be a process where you can learn to 
navigate the website. Some of them are much easier than 
others. Each different website is done to that manufacturer’s 
format. So they all have a different way to go at it.”

He says that many websites echo the service manuals, which 
are often organized quite differently from manufacturer to 
manufacturer. 

Working your way through some sites, he says, can be 
a frustrating experience for a tech unfamiliar with the 
terminology and logic behind the way the information is 
organized.

MARKET FEATURE

Continued on page 24
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ACCESS TO OEM  
REPAIR INFORMATION

WHAT IT MEANS FOR YOU
By Andrew Ross

From Suppliers
We asked suppliers for their perspective. Here’s what 

they had to say.
“With availability to this information, technicians have the opportunity to 
diagnose and repair late model, high technology vehicles, particularly critical 
when repairing increasingly complex engine and fuel management systems,” 
says a response from Delphi Product & Service Solutions. “Access to this 
information allows the independent shops to effectively compete with the 
vehicle manufacturer dealerships to service advanced technology vehicles. 

“Making repair information available to independent service providers will 
also offer choice to consumers. 

“It’s important for the entire repair channel to understand many parts 
manufacturers also provide technical and repair information based on their 
product portfolio. For example, Delphi uses [its OE] expertise to provide a 
technical hotline, and online support. Delphi also offers seminars and hands-
on workshop training on fuel, engine, diesel, heating and cooling systems, 
and diagnostics.”

Doug Doran, Eastern Canada trainer for Blue-Streak-Hygrade Motor 
Products says that some shops are having difficulty accepting the cost of the 
OEM information and wonder aloud if this information won’t be passed along 
to the third-party providers quickly enough, offering a lower-cost solution. 

“Going to OE may not be for everybody. Most of people who are in the 
business are looking at alternative sources of information. But it is really 
going to be an asset to the repair facility if they need that information.”

Howard Belski, in technical support for Blue Streak, agrees. “From my 
perspective as a technician, with the new right to repair, it will give the con-
sumer the opportunity to have everything done at the independent service 
provider of their choice. 

“Flashing and updates are part of the 21st century tune-up. This is really 
a useful tool. People just aren’t educated on the value that being able to 
reflash a consumer’s car brings.”
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Of course, most shops use a combination of Mitchell and 
Alldata information to help with service information, TSBs, 
and the like.

Cochrane says the creation of the National Automotive 
Service Task Force agreement that opened up access to the 
service sites in the U.S. pushed these providers to improve 
their information.

“What you’re seeing with them is very good stuff. But 
sometimes you are going to need some very specific stuff at 
the OEM websites. And you’re not getting flash downloading 
from Mitchell or Alldata.

“One of the other things that people aren’t realizing is that 
the immobilizer technology and the key issues of getting codes 

Continued from page 22
to start vehicles, we don’t have that yet. But it is coming in 
CASIS.”

So, in the midst of this evolving situation, what can the 
jobber do?

For one, he says, get your own people familiar with the 
issue, and with the websites. Ensure that your customers are 
aware. And do what you can to set up training to ensure they 
are familiar with those sites.

And jobbers should also ensure that you have a supplier of 
reflash tools, and know what J2534 is.

The details of how to manage the transition with all these 
changes is hard to determine, though, since it is very early in 
the process.

One thing that is not in question is whether it is a good thing.
“It’s spectacular for the industry. There are no two ways 

about it.”
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Here’s why you should avoid TPMS parts that 
haven’t been OE engineered and validated to 
meet the requirements set by NHTSA.
Because TPMS is a safety system, failure to properly and safely 
maintain it puts your customers’ safety at risk – and puts you in 
danger of legal action that could ruin your shop. 

Unlike many competitors, all VDO TPMS products use only 
OE-validated parts that meet the functional requirements set 
by NHTSA in FMVSS No. 138. From the valve cores to the full 
sensor assemblies, VDO TPMS Replacement Parts are identical 
to the original for performance, ease of installation, and safety. 

And, they’re manufactured in the same ISO-certified facilities to 
the same quality standards as our OE parts.

Don’t jeopardize your customers’ safety and your own bottom 
line – choose VDO.

http://vdo.com/usa

Copycat 
TPMS parts  
are a ticking 
time bomb.

Sensor Assemblies (Valve-type and Valveless) 
Service Kits  I  Stainless Steel Mounting Bands

CO300_JN_0710_HlfPgIslTPMSBombV1.indd   1 6/17/10   1:54 PM

Vehicle Manufacturer Service  
Information Websites

Assembled as part of the Canadian Automotive 

Service Information Standard by the National 

Automotive Trades Association, the Association of 

International Automobile Manufacturers of Canada 

(AIAMC), the Canadian Vehicle Manufacturers’ 

Association (CVMA), and the manufacturers, these 

links, and the information they lead to, are available 

to the independent aftermarket. 

Everyone in the aftermarket is urged to familiarize 

themselves with as much of this information as they 

can. These links can be found at www.natacanada.

ca, and have also been posted at www.autoservice-

world.com.

ACURA: https://techinfo.honda.com/

AUDI: https://erwin.audiusa.com

BMW: http://bmwtechinfo.com/

CHRYSLER: https://www.techauthority.com/

FORD: http://www.motorcraftservice.com/

GENERAL MOTORS: https://www.acdelcotds.com/

HONDA: https://techinfo.honda.com/

HYUNDAI: http://www.haccservice.com/

INFINITI: http://www.infiniti-techinfo.com/

JAGUAR: http://topix.jaguar.jlrext.com/

KIA: http://casis.kia.ca/

LAND ROVER: http://topix.landrover.jlrext.com/

LEXUS: https://techinfo.toyota.com/

MAZDA: http://www.mazdatechinfo.com/

MERCEDES-BENZ: http://www.mercedes-benz.ca, 

CLICK ON “Extras”

MINI: http://www.minitechinfo.com/

MITSUBISHI: http://www.mitsubishi-motors.ca, 

CLICK ON “CASIS” at page bottom.

NISSAN: http://www.nissan-techinfo.com/

PORSCHE: http://www.porsche.com/canada/en/

accessoriesandservices/porscheservice/

SCION: http://techinfo.scion.com/

SMART: http://www.mercedes-benz.ca, CLICK ON 

“Extras”

SUBARU: http://www.subaru.ca, CLICK ON 

“OWNING A SUBARU” AND “TECHNICAL 

TRAINING”

SUZUKI: http://suzukipitstopplus.com/

TOYOTA: http://techinfo.toyota.com/

VOLKSWAGEN: https://erwin.vw.com

VOLVO: https://www.volvotechinfo.com/
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Performance Under Pressure.  
We Wouldn’t Have it Any Other Way.

Delphi sets itself apart from the competition with three words: 
fast pressure rise. As the OE, Delphi knows how to restore fast-
pressure performance and system integrity. This translates 
to better pumping through less energy. What does this mean 
for you? Fewer comebacks due to long cranks, off-the-line 
hesitations and overall sluggishness. Experience the Delphi 
difference. Experience Delphi performance for yourself. 

www.delphi.com/am     [1] 877.GO.DELPHI
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over time. Referral business is yet another benefit derived 
from loyal customers.

Customer loyalty is achieved after you’ve taken the time to 
get to know them. Without an awareness of their history, ideas, 
principles, and circumstances, it would be difficult to supply 
your customers with anything of real value to them.

When was the last time you sat down with your long-
standing customers to inquire about what’s new in their lives, 
in their business, and in their industry?

Just because you may have had them in your portfolio or 
database for a long time doesn’t 
mean they will remain there if 
left unattended. Customers have 
changed, along with just about 
every business in the last few 
years. It is in every organization’s 
best interests to periodically find 
out how, why, and just how much 
they have changed, if you want to 
retain them. 

By asking a few meaningful 
questions, you can learn an abun-
dance of information that will 
help you to sustain a mutually 
beneficial customer relationship 
for the long term.
•  How has the economic down-

turn affected them?
•  How have their budgets been 

affected?
•  Have they changed buying 

patterns? Frequency?
•  Have they downsized or expanded as an organization?

Once you learn how their business has changed and how 
they have been affected, you’ll probably notice their buying 
behaviour has also changed. Today’s customers want more 
choice; they want more control over the buying process; they 
want access to fast, easy service; and they want individual atten-
tion from people they can trust who can help them grow their 
business.

Once you have established that long-term trusted relation-
ship with a customer, how do you manage and maintain it so he 
stays?

L ong-term consumer loyalty comes from a company-wide 
mindset that puts the customer and his needs first in every-
thing you do, everything you advertise, and everything you 

sell or service. However, in today’s highly competitive market-
place, companies often struggle with keeping a balance among 
low-cost products, a healthy bottom line, operational efficiencies, 
cutbacks, and global competition, to name a few.

These are a lot of distractions, and it’s easy to become side-
tracked and lose focus on the other important component of 
your business: the customer. Here are five warning signs to 
beware of that can lead to a 
potential loss of customer focus.
•  Regarding “customer focus” as 

a goal or project, instead of a 
strategy;

•  Becoming more concerned with 
Return On Investment studies 
than treating each customer 
right:

•  Getting out of touch with what 
the customer truly values;

•  Tracking the wrong behaviour; 
•  Failing to treat employees as 

customers.
Let’s take “tracking the wrong 

behaviour” and expand on it a 
little bit. 

If your management team is 
focused solely on targets, quotas, 
number of sales calls made, or 
the number of customer service 
follow-up calls per day, you’re 
tracking numbers, results, and activity. Those things are impor-
tant, but how does the customer feel when he is being rushed off 
the phone or through the door just so an employee can get to 
the next task to be sure he fills his daily quota? 

Do your customers feel like they are valued and appreciated 
for the money they are spending with you? What do you know 
about those customers, besides how much they spend or how 
frequently they order?

Today’s successful organizations have learned the value 
of solid customer relationships, and they protect them with 
everything they have. Loyal customers cost less to maintain, 
they are less likely to shop prices, less likely to defect to a 
competitor, and they tend to increase their annual spending 

Knowledge Building:

For the Counterperson  July 2010

Customer Retention  
and Maintenance

Laurie Izgerean, Curriculum Developer, Durham College
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Tiger Auto Parts Ltd.
Your Collision Parts Source

About Tiger Auto Parts 
Tiger Auto Parts LTD has been serving automo-
tive businesses since 1985. We have been one of 
the largest importer & distributors of aftermarket 
automotive collision parts in Canada. We are a 
proud member of the Aftermarket Body Parts 
Association (ABPA) and the Certified Automotive 
Parts Association (CAPA) an industry-recognized 
organization that certifies the quality of automo-
tive parts used for collision repairs.
At Tiger Auto Parts we are committed to provid-
ing the best quality parts and service with the 
lowest prices available. Many of the parts we 
offer come from ISO9000 registered manufactur-
ers and are certified to meet or exceed OEM 
specifications set by CAPA. 
With over 90,000 square feet of space, Tiger 
Auto Parts LTD. carries one of the largest inven-
tories of aftermarket collision parts in all Canada. 
Our extensive inventory allows us to reliably and 
efficiently fulfill the needs of our Jobbers.
We deliver your orders any where in Canada. We 
don’t only deliver on daily basis but we deliver 
on time all the time.  

What can Tiger Auto Parts do for you?
We like to put ourselves in to our customers’ 
shoes therefore we understand what our cus-
tomers are expecting from us and we got them 
all. It basically comes down to 5 main points. 

Excellent service.
We deliver your orders any where in Canada. We 
don’t only deliver on daily basis but we deliver 
on time all the time.  

Every time our customer calls, or walk-in to our 
office our sales Associates, warehouse Parts 
handlers and our drivers take on the responsibil-
ity to serve as quick as possible and to do it the 
best way possible. 
 
With wide selection of parts in our warehouse, 
we save our customer’s time and money. Our 
customers always get the option to come in to 
pick up or ask us to deliver.  

Tiger Auto Parts achievements comes from our 
customers’ satisfaction. As a result we always 
try to reach and exceed our customers’ need.  
We take our customers’ feedback very seriously 
and we respond very quickly. 
     
Price. 
We offer the most competitive prices for the 
best quality parts.

Products. 
All our products are purchased from ISO9000/ 
ISO9001 registered manufacturers and all the 
parts are shipped, stored and delivered in the 
best possible way. 

Experienced and friendly staff
With our continues training programs we have 
the most knowledgeable employee in the auto 
body parts industry and they not only deliver 
important information to save you time and 
money but also make your experience with Tiger 
Auto Parts the most enjoyable one.  

 

We assign an account manager for all our cus-
tomers to avoid any waiting or inconvenience 
by speaking to a new person. Most of our 
customers call their account manager directly. 

Innovation
In today’s fast paced market, we understand the 
power of technology and innovation and it is 
our pleasure to announce that Tiger Auto Parts 
is one of the first Auto parts supplier which 
offers 100% computerized and online shopping. 
With our online technology option, our custom-
ers can gain access to our inventory, Price list, 
profile, Approved or Pending Orders, Return 
parts and much more at anytime anyway. 
Through our fascinating website our custom-
ers also can address our top management to 
express any concern or complaint. 

112 Sinnott Road Scarborough, ON  M1L 4M8 
117 Sinnott Road Scarborough, ON  M1L 4S6 
Tel: 416-7508578
Toll Free: 1-888-664-6618 
Fax: 416-750-9947
support@tigerautoparts.com
www.tigerautoparts.com
www.jdmtigeerjapanese.com
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Continued from page 26

I’ve often heard high-level athletes in pro sports say that 
it’s almost harder to keep their high-paying position in the big 
leagues than it was to get there in the first place. 

As in sports, there’s always someone lurking in the shadows 
ready to knock you off your pedestal or take your top spot or your 
top customers—and that someone is known as your competition. 
Competitive knowledge and intelligence will help you stay one 
step ahead. 

Find out what new products they offer, what their pricing 
strategy is, how they market to their customers, and how they 
may intend to steal yours. Think of it as a survival tactic: when 
you know what the competition’s next move is likely to be, then 
you are better able to counter it to protect your customers from 
them.

But retention strategies are not just about learning every-
thing there is to know about your customers or about staying 
one step ahead of the competition. It’s also about retaining 
great employees. 

Consider this question. If management and leadership 
don’t treat the employees like they matter or have value in the 
shop’s day-to-day operations, how are they expected to treat 
your customers in a way that will make them feel valued further 
down the line?

Here’s a quick tip: when you treat your employees as you 
would a long-term valued customer, they will remain loyal and 
won’t want to work anywhere else. They will feel good about 
their jobs, their company, and their contribution to the overall 
success of the organization. 

Whether customer interaction comes from an accounting 
clerk, a salesperson, counterperson, or parts driver, empowered 
and engaged employees interact with your customers in such a 
positive way that those relationships become a major factor in 
the ability to retain and maintain both.

To find out more, talk to one of our representatives today at:
Atlantic   506-857-4212
Quebec   514-252-1127
Ontario   519-650-6820
Prairies   403-212-4600

        B.C.   604-881-1600 

with North America’s most recognized auto parts brand 
Join forces

Looking for a unique business 
opportunity that delivers all the 
competitive advantages needed to 
succeed? Look into NAPA – the most 
recognized and trusted name in the 
North American automotive 
aftermarket industry. 

• Embodies a spirit of trust,
   professionalism and tradition that
   stands above all others in the auto
   parts aftermarket. 

• Stands for quality auto parts,
   responsive service and satisfaction in
   the minds of Canadian and
   North American installers and
   consumers.

When you join the dominant NAPA network you become a valued 
business partner. From marketing programs and sales tools to the latest 
business-building solutions, you’ll benefit from the best support in the business. 
After all, we’ve been leading the way for over eight decades. 

is the name that:
NAPA

An unbeatable partnership
and you:NAPA

Not all jobbers
were created equal.
Smart jobbers today are providing their customers with
dynamic, on-line – OnDemand video 24/7 featuring:

• Automotive repair and service technical training
• Light/medium duty truck repair and service technical training
• Service and business management skills
CARS OnDemand training will help differentiate you from the
competition; strengthen your customer ties; improve the bottom
line for installers; and, increase your own profitability.

CALL TODAY:
1-888-224-3834
www.cars-council.ca Funded in part by the Government of 

Canada's Sector Council  Program 

Your Feedback is 
Important
If you have completed any of 

the Inside/Outside Sales CARS 

OnDemand courses, CARS would 

appreciate you taking the time to 

complete a short three-minute survey. To 

access the survey please go to the CARS website 

at www.carsondemand.com, log in, and under “Account 

Details” choose “Participants’ Surveys—Student Survey for 

the Inside/Outside Sales Training Curricula Evaluation.” 

For more information on sales training, visit CARS 
OnDemand training at www.cars-council.ca or 
contact CARS at 1-888-224-3834.
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Automotive Internet Directory
Visit these companies directly at their web addresses or check out the growing list of Hot Links at 
www.autoserviceworld.com. To find out how your organization can be included in this directory 
and on the web, contact aross@jobbernews.com

  AUTOMOTIVE PARTS &  
  ACCESSORIES
Goodyear Engineered Products

www.goodyearep.com/aftermarket
www.goodyearbeltsandhose.com
The officially licensed belt of 
NASCAR. Gatorback, the quiet 

belt. You can never replace Goodyear quality.

NGK Spark Plugs Canada Limited
www.ngksparkplugs.ca
The World Leader in  
Spark Plugs, Oxygen 

Sensors and Ignition Wire Sets. 
Used by 87% of the World’s OE Manufacturers

S.B International Inc. 
www.sbintl.com
“We keep engines  
humming”

  HAND CLEANERS
GOJO Industries, Inc.

www.automotive.gojo.com
GOJO is a leading 
manufacturer of skin care 
products and services for 
many marketing including 

automotive and manufacturing. GOJO continues 
to pursue a commitment of creating well-being 
through hand hygiene and healthy skin.

  REFRIGERANT

Duracool Refrigerants Inc.
www.duracool.com
Nationally Distributed by: 

Deepfreeze Refrigerants Inc. The Leaders 
in Hydrocarbon Refrigerant Technology 
Guaranteed In writing not to harm any Mobile 
A/C System You can feel the Difference that 
Quality Makes “Our Formula Never Changes”.

    TOOLS & EQUIPMENT

AIR LIQUIDE CANADA INC.

www.airliquide.ca
Your one-stop shop for 
all your industrial gases 
and welding supplies.

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS

Bestbuy Distributors Limited

www.bestbuyautoparts.ca
Independent buying group and warehouse 
distributor that allocates its profits to member 
shareholders and provides unbeatable value 
for independent jobbers.

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS

The E.R.I. Group
www.theerigroup.com
Canada’s Premier Machine 
Shop Buying Group

Kerr Machine Shop Group Inc.

www.kerrmachineshopgroup.com
Buying group for machine shops and 
performance shops.
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Editorial
Comment

NEXT MONTH

A
t the end of the day, you can do nothing if you don’t have enough profit 
to open the doors tomorrow. 

This simple but important fact is what drives virtually everything you 
do in business, and so it should. Even the charitable causes you are 
involved in cannot be divorced from the fact that you need to have a 

profit to participate in them. No profit, no extra dollars to toss around. 
And perhaps more critically, a business owner with a profit challenge is required 

to spend more time in the business, leaving him under great time pressures, which 
also affects the extracurricular activities not only of that individual, but of the others 
in the business.

Over the past couple of years, we have seen a significant ramping-up of the time 
challenges on business owners, managers, and their staff, just to keep the wheels of 
the business turning. 

It has, it could be said, not been a fun time for many in the business. One of 
the qualities of a tough business environment is not just the teeth-clenching, cost-
cutting, sleepless nights that go with it. It is the shrinking time frame of decisions. 
They go from planning for a decades-away retirement, to questioning what the 
numbers are today, and then deciding what to do tomorrow, all on this basis. (And 
by tomorrow I don’t mean the metaphorical one; I mean the one called Wednesday 
that comes after Tuesday.)

You’ve probably noticed this myopic view among your customers; your suppliers 
have certainly noticed it in yourself and your colleagues in the distribution chain. 

The selling-down of inventories to extreme-lean levels is a direct consequence of 
that extreme short-term view.

Now, however, it seems that there are some cracks appearing in the clouds, and 
businesses are starting to see the fruits of their extended labours begin to pay off. 

That’s great, but when you start to revisit the bottom line on your business, and 
see your customers doing the same, it is important that you relearn how to extend 
your gaze beyond today’s numbers and the month-end, and start planning for the 
months and years ahead.

For owners and managers looking to be owners, this may mean revisiting a 
succession plan. For customer relations, it means dusting off the training playbook 
and ensuring that you and your customers are prepared for the vehicles coming 
down the road. 

For many more of you, it is time to remind yourselves what the real value is that 
you bring to your customers: service. That means training. That means ideas. That 
means helping customers wherever you can. It means giving back to the communi-
ties in which you do business.

Service is so much more than parts, but it’s those too. I urge you to rededicate 
yourselves to the worthy cause: your future. 

Every business knows that’s what it’s all really about, but only those who act on it 
are destined to survive and prosper.

Andrew Ross, Publisher and Editor
aross@jobbernews.com

Import Market 
Profits headline our 
August issue: Brakes, 
Chassis, Tune-Up, 
and more.

RELEARN PROCEDURES
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407 West Main Street • Fairfield, IL 62837  
Tech Line:  800.424.7839
airtexproducts.com
©2010 Airtex Products, LP
AT-6721

Designing Innovative 
Fuel Delivery System 
Products for 75 Years 
Airtex takes a focused approach to new product development, 
incorporating the latest technological advancements in every 
product.  With OEM or better performance and coverage for 

over 212,000,000 vehicles on the 
road, Airtex manufactures world-class 
fuel delivery system technology. 

TRUST Airtex

Fueling World-Class Technology

TM
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MADE IN BRAZIL

“DRY OIL” TECHNOLOGY

NO CONTAMINATION OF BRAKE
PADS REDUCES NOISE

ENVIRONMENTALLY FRIENDLY,
NO NEED TO USE HEAVY
CHEMICAL PRODUCTS FOR
WASH/CLEANUP

MUCH FASTER TO ASSEMBLE

EXCELLENT FRICTION RATE
FROM THE BEGINNING

SPECIAL FINISHING ON THE
BRAKING SURFACE ALLOWS
FAST AND EASY BEDDING OF
THE BRAKE PADS

Fremax
Brake discs

Ready to Go Conventional 
Brake discs

THE FIRST BRAKE THAT́ S  
READY TO ASSEMBLE

Now, FREMAX offers brake discs and drums that 
come with READY TO GO technology, which saves 
cleaning tme and preparation work. Save your time
and effort. READY TO GO are much more efficient 
than conventional brake discs.

For more information on READY TO GO, contact us:

Agna Brakes 
9365 De Meaux

St Leonard, Qc, H1R 3H3
Tel.: (514)333-7781  Toll Free: (888)333-AGNA (2462)

Fax: (514)333-8759 www.agnabrakes.com
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